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Abstract 
 This dissertation was written as part of the MSc in Strategic Product Design at the In-
ternational Hellenic University.  
 It is an attempt for developing a system for promoting local products and creating its 
brand identity. As a person who grew up in the Greek countryside I was grateful for 
being able to enjoy fresh products of exceptional quality which some of them were 
from my parents’ fields. Later on, as a grown-up, living in Athens, I discovered the diffi-
culties about finding agricultural products of good quality in good prices. The easy ac-
cess to fine products of the Greek countryside is taken for granted for those who live in 
the countryside, on the other hand, it is a luxury for the citizens of Athens and other 
big cities of the country. 
 Consequently, by having the experience from both sides, and knowing that there is a 
difficulty for producers to “sell’’ and for consumers to “find”, I tried to find  a way to 
bridge these two parts, in a manner that both of them could benefit.  
 In order to gather the needed information for this dissertation, I developed a ques-
tionnaire with a sample of 57 consumers/ citizens of Athens, I interviewed 10 farmers  
and I used the bibliography that is referred at the end of this thesis. After defining the 
way of operation and the form of the system, through which framers can promote and 
sell their products, the focus was on building a suitable and appealing brand identity. 
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Preface 
“What I missed the most from the living in the country, apart from the good quality of 
the products, is the feeling of trust. The fact that you really knew the producer. The 
producer usually was a member of your family, a friend or a neighbor. 
What I have missed the most from living in the countryside, is the certainty that you 
know what you consume.” 
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Introduction  
 The purpose of the following dissertation is to design and develop a system 
through which a farmer (producer) can sell his products to the consumers and 
furthermore to develop a brand identity so as consumers could buy branded 
products of good quality in a competitive price.  
 The objective is to develop a new system which will benefit both the producer 
and the consumer and furthermore to create a brand identity for it. 
 The aim of this dissertation is to provide farmers with the following benefits;  
1. To sell the total amount of their produce.  
2. To increase the profits for farmers by reducing the profits of third par-
ties. 
3. To stabilize the price range of the products so as to reduce the feeling 
of uncertainty of the farmer. 
4. To gain recognition for the farmers’ efforts, by having his signature on 
his products. 
5. To be able to focus on farming by being a member of an organized sys-
tem, where there are capable professionals, who deal with all the re-
maining steps until the product goes to the final consumer.  
 Regarding to the consumers there is the intention to have the following bene-
fits; 
1. To have access to products of good quality that one can buy without 
paying extra charges to third parties or at least to pay the less possible. 
2. To feel safe that the quality of the goods he consumes has been certi-
fied.  
3. To do his shopping by the most convenient way for him. 
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 We are going to focus on specific geographic areas for a case study, in order to 
examine the current conditions and to be able to come to specific conclusions. 
The selected areas are the Municipality of Monemvasia as the region of pro-
duction and Athens as the region of consumption. 
 From this point and on, when we refer to producers/ farmers we mean the 
producers of the municipality of Monemvasia and when we refer to consum-
ers/ customers we will consider the people who live in Athens. These particular 
places have been chosen in order to have specific data and consequently to be 
in a position to achieve a deeper analysis.  
 The main reasons contributed for focusing this case study on the aforemen-
tioned location of agricultural production are: the wide variety of products, the 
fact that this is an area in the mainland of the country, and therefore are no 
restrictions relating to the transportation (e.g. we are not obligated to follow 
the ships’ timetable) and finally, because Monemvasia is my hometown, I was 
able to have easy access to the area in order to gather data and complete the 
research.  
 Concerning the selected area of consumers, Athens has been chosen for sev-
eral reasons. First of all because it is the capital of Greece and has the highest 
population. A second reason is the fact that the competition is greater and that 
will allow us to conduct a more complete study. Last but not least, because it is 
a city with close to zero agricultural activity, meaning that the citizens, in order 
to cover their needs, buy products that have been grown in other regions.  
 Nevertheless, the results could possibly apply to other areas of the country as 
well, after relevant research. 
 Assuming that the current situation can be improved on, we will study the way 
the system works today and we will discuss the advantages and the disad-
vantages of it. At the end of this thesis, we intend to have reached to conclu-
sions that will have led us to a new integrated system which could serve better 
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both sides, producers and consumers. Moreover, we intend to produce an ap-
pealing and interesting brand identity system. 
Design and development of a system for promoting local products 
Research and data analysis 
A few words about the place of interest 
 The study of the place of interest is of major importance. We should be aware 
of whether the place of interest is on an island or on the mainland, we should 
be aware of the demographic data of the area, the distance between the pro-
ducers and customers, the means of transportation that could be used; (are 
there any railway connections, airport, port or is it accessible only by road), 
what products this particular area produces, the seasonality of products and 
the scale of production.  
Municipality of Monemvasia 
 The Municipality of Monemvasia is located in the mainland of Greece at 
southeast of Laconia county and it possesses a total area of 908,2 square kilo-
meters. It was established in 2011 after the merger of the municipalities of 
Molai, Zarakas, Asopos, Monemvasia and Vies. The municipality shares the 
same borders on the north with the Municipalities of Evrota and Kinuria, on 
the east and south with Aegean Sea and on the west with the Gulf of Laconia. 
Over 52% of its extent is classified as mountainous. It is also noteworthy that 
as a municipality possesses the biggest coastline among all the other munici-
palities of the country. The seat of the municipality is Molai, which is located at 
a distance of 70 km from Sparta and 300 km from Athens. Finally, we need to 
mention that according to the inventory of 2001 the number of individuals 
who live in the area is 23.853. In the following pictures can one see the posi-
tion of the Municipality on the map of Greece. 
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Cultivated products in the Municipality of Monemvasia (M.M) 
 As we mentioned previously, the goods that the place of interest produces is 
one of the most significant factors for the success of the system. 
pic.1 The position of M.M. on the 
map of Greece 
pic.2 The position of M.M. in 
Laconia county 
pic.3 Thematic map of M.M, with green 
color the extension of cultivated area 
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Regarding the region of the case study, the following index contains the list  of 
products produced in the area according to the official website of the Ministry 
of Rural development and food. 1 
Oranges 
Tangerines 
Olive oil 
Pomegranate 
Olives 
Onions 
Figs 
Honey 
Watermelons 
Melons 
Potatoes 
Lemons 
Eggplants 
Okras 
Spinach 
Tomatoes 
Green beans 
  
 Having listed every product that the specific area cultivates, we should exam-
ine when is the time of crop for each agricultural product, which of them can 
be stored after the crop, for how long can they be stored, under what condi-
tions, which of them could be transferred and sold, under what conditions, 
what is the suitable packaging for each product etc. All these factors are going 
to play a significant role in the form of the system. 
                                                 
1http://www.minagric.gr/index.php/el/the-ministry-2/agricultural-policy/tomeisanapt/maps 
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Target Groups 
 Initially our main target groups are people who live in large urban areas and 
farmers who live and work in the countryside. Concerning the people who live 
in the urban areas, more specifically this system is directed mostly to people 
who maintain a healthy lifestyle with a plant based diet (vegetarians, athletes, 
individuals with health issues, parents who are concerned about their chil-
dren’s healthy diet).  
 It is vital to examine the current situation so as to find out if there are points 
that can be improved on for the benefit of both sides. 
Current situation; the farmer’s point of view 
 In order to understand better the situation from the farmer’s point of view, a 
questionnaire was prepared and answered by ten farmers, who work in the 
region of interest.  The questionnaire was comprised of the following ques-
tions:  
1. Which products do they produce? 
2. In which way do they distribute their products to the market? 
3. What are the most common problems that they encounter, during 
the phase of selling their products? 
4. For those who are active members of cooperatives, can they men-
tion the problems that they have encountered? 
5. For those who are selling their products in the local street markets, 
what are the problems they usually have to face? 
6. What is their opinion about the consumer knowing the name of the 
producer. 
With regards to the answers given by the farmers in the interviews, the follow-
ing conclusions were reached.  
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Firstly, farmers do not appear to cultivate just one kind of agricultural product. 
Apparently, they cultivate more than one product, in order to have a continu-
ous harvest and consequently, a continuous income during the whole year. 
In addition, the farmer, depending on the agricultural products he produces, 
has mainly three options in order to sell his crop. First of all, he can sell his 
products in local street markets, secondly, he can participate in cooperatives 
and lastly he can sell his products to mediators who in turn, will sell the prod-
ucts to the market.  
 In the first case of local markets, the primary benefit is that the farmer has 
more possibilities to sell the total quantity of his harvest. Furthermore, he is 
more likely to achieve a good price for his produce. This happens because he 
has the total responsibility of his produce, from the stage of cultivation until 
the final selling point. This means, that the farmer depends on his own means. 
The larger the effort he makes, the bigger the benefit he has. On the other 
hand, the disadvantages are that he has to dedicate a lot of his time and effort 
on sales, which consequently leads to the reduction of his focus on the actual 
harvesting process.  
 In the second case of the cooperatives, there are more benefits for the farmer. 
This is true for three reasons. Firstly, there is less risk of not selling the total 
amount of his produce, there are more possibilities to sell it in a preferable 
price, and lastly, he isn’t forced to dedicate his time in sales as there is an allo-
cated team who represents farmers when it comes to making deals. Neverthe-
less, the representatives in most cases are farmers as well, who are called to 
make deals on behalf of the rest of the members of the cooperatives. That 
means that there are people who are not trained in sales neither in negotiating 
and making deals. Additionally, there are too many people that are called to 
make a joint decision, which is not always an easy process. 
 Lastly, in the situation where the farmer sells his crop through a mediator, the 
disadvantages are many. To start with, there is a big gap between the price 
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that the final consumer pays and the price the mediator pays to the farmer. 
Moreover, there is uncertainty whether the farmer will find a mediator to sell 
his products to, then if he finds one, it is uncertain that he will sell the total 
amount of the crop. Another important element is that in many cases the 
farmer doesn’t get paid by the mediator at the time of making the deal, and in 
some cases not even when the mediator collects the products in order to sell 
them. There is even the possibility of never getting paid, as there isn’t any offi-
cial contract between the two parties.  
 Finally, it is worth to mention that almost every farmer who has been inter-
viewed, was positive in the idea of letting the customer know the name of the 
producer. It seems that this fact would add an extra responsibility to the 
farmer in order to deliver fine products. 
Current situation; the consumer’s point of view 
 In order to understand better the situation from the consumer’s point of view, 
a questionnaire was prepared and answered by 57 people. Apart from the de-
mographic data was compiled, the questionnaire included the following ques-
tions: 
1. How many times per week do you buy fruits and vegetables? 
2. From where do you usually buy fruits and vegetables? What is the 
reason behind your choice? 
3. If you often buy greens, what is the reason behind that? 
4. Do you take notice on the origin of each product before you buy it? 
5. If you do, how does that affect your decision? 
6. Generally, do you use the internet for your shopping? Why? 
7. Have you ever bought fruits and vegetables via the internet? 
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8. Under what conditions you would buy these products via the inter-
net? 
9. How much do you spend per month for this kind of products? 
10. Would you pay the whole amount in advance, if you had a dis-
count? 
 Nowadays, consumers have many alternative ways to do their shopping, alt-
hough when it comes to food products, they prefer to buy them the traditional 
way. The vast majority prefers to buy agricultural products from the local su-
permarket, grocery store or the weekly street markets of their neighborhood. 
However, there is a small number of people, who dare to buy goods through 
the internet. In the survey that was carried out as a part of this dissertation, 
only 1 individual in a sample of 57 people has ever ordered groceries through 
the internet. Most of these people, preferred supermarkets for their shopping 
and their main criteria were the opening hours and the distance from their 
house. Another conclusion, is that the majority takes notice of the origin of the 
products and they are more likely to buy Greek products. 
 Regarding the shopping of fruits and vegetables the conclusions are: 
1. Τhe time that customers dedicate on shopping for edible goods is limited 
and is done usually under the pressure of time and other everyday obliga-
tions. 
2.  Concerning the purchasing of edible goods through the internet, it ap-
pears that the Greek market is still at its starting point. This fact alone, 
makes it a great marketing opportunity. 
Competitors 
 It is worth exploring the competitors to analyze their strengths and to note 
any weaknesses.  
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 Concerning competition among competitors, it appears to be the same in all 
Greek cities as we can separate competitors into three main categories, Su-
permarkets, Local Street Markets and Neighborhood Grocery Stores. In par-
ticular, in the case of Athens, apart from these three basic choices, consumers 
have the ability also to purchase their fresh produce through a limited number 
of online sites. The following competitors are listed according to consumer 
preference: 
1. Supermarkets 
2. Local street markets 
3. Grocery stores 
4. Online stores (manaviko-online.gr, farmers republic, neagi.gr etc)  
Some of the main advantages and disadvantages in each case are highlighted 
below: 
 Supermarkets, firstly, have more convenient opening hours. Secondly, super-
markets provide a large variety of products in the one destination, which 
makes shopping less time consuming for the consumer. Moreover, the prod-
ucts in a supermarket are kept under strict controlled conditions, which in turn 
make them safer for consumption. They have a reputation to preserve, so the-
oretically, they follow strict rules in order to preserve these high quality prod-
ucts. Also, they are more likely to be controlled by the authorities. However, in 
qualitative parameters such as aroma, taste and freshness, the products of su-
permarkets come second to those of street markets. Additionally, despite the 
rules, according to an older research2 in many cases of controls in supermar-
kets, a lack of certificates of products’ origin were found. Finally, a well-known 
disadvantage concerns the prices which are usually much higher than those in 
the local street markets. 
                                                 
2https://www.tanea.gr/2010/10/02/greece/laikes-agores-enantion-soyper-market/ 
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 Local street markets have a large variety of products which consumers prefer 
for the quality and price of the products. Consumers believe that in this kind of 
market, good quality and fresh products are found. However, there are no cer-
tificates of origin and conditions of cultivation, conditions of storage and 
transportation are unknown. Also, the time it takes for the product to reach 
the consumer leaving the products exposed in natural conditions, causing 
damage to fresh produce, especially in the spring and summer. To a certain 
extent, the common belief that the quality of products is better coming from 
local markets rather than supermarkets, exists because of the belief that the 
products come directly from the producer. This fact in itself constitutes a guar-
antee for the general public that the quality of the product is high, but of 
course, in reality that is not always so. In actual fact, in many cases the seller in 
street markets aren’t producers but mediators. The common practice of just 
checking the shape, color or texture of a fruit or vegetable isn’t always enough 
as there are measurements for the use of chemicals during cultivation that 
need to be taken into consideration in order to prove the quality of a product. 
Additionally, we must take into consideration the fact that this is one of the 
most inconvenient ways of shopping. The local markets are affected by the 
weather and they are only available once a week in a specific area of a neigh-
borhood and only during morning hours, which means that many people can 
not avail of this type of market. Finally, the use of a car is almost impossible 
due to space and position. 
 Grocery stores, usually have a bigger variety than a regular supermarket and 
the operating hours are more convenient than street markets. Yet, according 
to our questionnaire, grocery stores are third in the order of consumers’ pref-
erences. As in the case of street markets, there are no certifications of origin 
and procedure of cultivation. 
 Lastly, there is a new purchasing method category, the online grocery stores.  
As a new method of shopping, it has a lot of things it can improve on, but in 
general terms it can be widely accepted that it is time efficient. This is true be-
12 
 
cause a potential consumer can do all his shopping, while on front of a screen. 
This method eliminates the time spent on transportation, traffic and queues.   
It is also more convenient, as internet stores operate on a 24/7 schedule, 
which makes shopping available at the most suitable time for each customer. 
However, until today, the vast majority of people are still skeptical about this 
way of shopping edible goods. 
Environmental impact (food miles) 
 Nowadays, it is a fact that we can find agricultural products from any corner of 
the planet in our local supermarket. Naturally, that makes consumers feel 
privileged as they have better access to products from other countries. It gives 
them a sense of freedom as they have a great variety of products to choose 
from. But if we think deeper about this, we must consider the size of the envi-
ronmental impact that is caused by the transportation of these products 
around the world. There is a special term for the distance that foods travel un-
til it reaches the final consumer, and that is: food miles. The more food miles, 
the bigger the impact is for the environment. That happens because, first of all, 
the pollution from the transportation used increases as the miles travelled in-
crease. Then, more packaging is needed in order to protect the products dur-
ing their journey. Another element is that the products must be processed in 
order to arrive to their destination freshly and unspoiled. According to the 
above, a selling system which will enhance the relation between Greek pro-
ducers and Greek consumers3 will contribute to the reduction of food miles. 
Consequently, by buying Greek products apart from all the other benefits for 
                                                 
3 By the term Greek producer, we refer to people who operate in Greek f ields and by 
the term Greek consumers we refer to people who live in Greece and are potential 
customers of our selling system. 
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the country’s economy, it is a contribution in reducing food miles and thus in 
the reduction of the environmental impact.    
 The proposal for a new system 
 After personal interviews with farmers from the area of study and after ana-
lyzing all the advantages and disadvantages of each existing way of selling agri-
cultural products, it seems that for the farmer’s best interests, the most suita-
ble legal form of commerce is that of the joint business. Despite all the afore-
mentioned disadvantages of this form, the farmers seem to be more satisfied 
when they are active members of cooperatives. However, in order to achieve 
the best possible results, a number of crucial changes in the existing method of 
operation are mandatory.  
The suggested changes refer to seven crucial points which will make this new 
cooperative stand out.  
The seven points are the following: 
1. Product mix 
2. Operations team 
3. Sales channel 
4. A Door to door delivery service 
5. Brand Identity 
6. Farmer’s signature 
7. Quality controls and rating system 
Product mix 
 The first suggestion for change, refers to the product itself. Today, each coop-
erative is occupied usually with one product. For example, there are coopera-
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tives for olive oil, others for figs or pomegranates, oranges and so on. The idea 
is to create a new cooperative that its members will be farmers with different 
crops. In that way a strong product mix can be achieved. The product mix, 
which is the collection of products and services that a company chooses to of-
fer to the market, is crucial for the prosperity of a business. Selling a variety of 
products instead of selling just one particular product, increases sales and prof-
it potential. Additionally, depending on one product can lead to business fail-
ure, as opposed to a diversified product mix. Lastly, as the majority of farmers 
cultivate more than one kind of product, being members in a cooperative like 
the one suggested, would benefit them even further.  
Operations team 
 The second suggested change refers to the operations team of a cooperative. 
In the existing situation, farmers select a team amongst them which is respon-
sible to represent them. It is of high importance the operation team to be con-
sisted of individuals who are not farmers but professionals in economics, busi-
ness and/or sales in order to be able to meet the best possible results. With 
the suitable professional in each position great results can be achieved. Lastly, 
a cooperation with agronomists during the whole procedure of cultivation 
could lead to better results (not only quantitative but qualitative as well).  At 
the same time, this service would be an extra reason for the consumers to 
trust this system for their purchases. 
Sales channel 
 Another significant point for the success of the system is the sales channel. As 
we have seen already in the Greek market, there are internet platforms where 
someone can choose amongst professionals of the same fie ld. Such an exam-
ple is the platform doctor any time, where someone can see the ratings of any 
doctor on the platform, can make an appointment and then he can evaluate 
the service provided according to his experience. Another example is the taxi 
beat application, where someone can search and order a taxi. The significant 
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part of this application is that the potential customer can see several details 
about the taxi driver, such as name, license plate number, type of car, evalua-
tion and comments from other customers.  
 Following the examples above, a system of similar logic could be created in 
order to connect directly the farmers with the customers. On the one hand, it 
would give to the farmers the chance to promote and sell their products to a 
bigger part of the market and on the other hand, it would give the chance to 
customers to select easily the best products for themselves.  
 We are in the era of the Internet, where we are used to doing our shopping 
easier, faster, whenever we want and from wherever we are at any given time. 
By contrast, we are still buying our greens (fruits and vegetables) in the tradi-
tional way of shopping, which in most cases, doesn’t mean that we end up with 
the best choice of products. Thus, we can’t oversee the fact that a great oppor-
tunity is currently available in the market. Of course, there have been attempts 
from companies or synergies in the past, aiming to sell agricultural products 
through the internet. However, until today, a strong brand with a loyal clien-
tele or a significant market share does not exist. Without question, a direct 
communication relationship between the producer and the consumer is a plus. 
In this way, it is more likely for consumers to feel trust and consequently it is 
more likely for the system to have a more loyal customer base. 
A Door to door delivery service 
 According to the answers of the questionnaire presented in this dissertation, 
there is no doubt that people actually prefer supermarkets for buying edible 
goods, not because of the products’ quality but mostly because of the conven-
ient opening hours and the distance from their house. As it seems, the shop-
ping of these types of products, is a task that the majority of people want to 
dedicate the least possible time in order to complete it. A door to door delivery 
in specific hours and days per week would be an asset. It is obvious that the 
requirements for this service to be successful, is that the customers trust the 
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cooperative and they are convinced already that the quality of the products 
their going to receive will meet their standards. In order to have an economi-
cally sustainable solution, the method in which the customers’ orders will be 
fulfilled and delivered must be strategically organized. Lastly, this service will 
be assigned to professional drivers and workers and not to the farmers. Farm-
ers will be responsible to gather the products for the order placed, but will 
then give the products to the workers in order to transfer them to the clients.  
Brand Identity and the importance of a strong brand 
 Not surprisingly and as we mentioned above, the majority of the cooperatives 
are lacking of brand Identity and that was expected, as the vast majority of 
these cooperatives are consisted of farmers only. The Brand Identity should be 
built by professionals of the field. A strong brand is an important factor for a 
firm, in order to make a strong impact on the market. According to bibliog-
raphy4, there is a number characteristics that make a ‘strong’ brand. These are 
listed below: 
“A strong brand is a major driver of shareholder value. 
A strong brand is like an asset. It can be used as collateral for financial loans , 
buying and selling as an asset. 
A strong brand has strong attributes, values and personality that the consum-
ers associate with the brand. 
A strong brand is a means of attaining higher customer loyalty. 
A strong brand always delivers the benefits that customers truly desire. 
A strong brand makes use of and coordinates a full range of marketing activi-
ties to build equity. 
                                                 
4 http://managementstudyguide.com 
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A strong brand has the right blend of product quality, design, features, costs 
and prices. 
A strong brand is properly positioned and occupies a particular niche in con-
sumers' minds. 
A strong brand compels consumers to willingly pay a substantial and consistent 
premium price for the brand versus a competing product and service.”  
 The brand Identity is almost as important as the product itself.  The aim is to 
create an exceptional brand identity in order to differentiate and to make  an 
impression to the market. 
Farmer’s signature 
 An essential point for this system would be the fact that every product will  
have the name of the producer on it. In this way, producers will be more dedi-
cated to their crops in order to produce products of higher quality. Their prod-
uct will be related to their name. Customers can look for products of a particu-
lar producer in case they are satisfied from previous purchases, while, it is a 
way for the producers’ effort to be recognized. This little addition to the label 
of the packaging can have a great impact to the customers’ conscience. The 
aim is to create a bond between these two edges of the line (meaning produc-
ers and customers). In the best case scenario, a customer will know by name 
the producer he trusts and buys from and he will recommend him to his 
friends (word- of- mouth). 
Quality controls and rating system 
 Another element which will differentiate this system would be regular quality 
controls and the fact that clients could afterwards rate the whole experience of 
shopping from the system. It is a fact that a rating system could be either a 
weapon of power or a weapon of destruction. Undoubtedly though, it is some-
thing that increases the feeling of trust to the customers. By giving to the con-
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sumers the chance to evaluate the system (quality of products, customers ser-
vice and the whole experience in total) makes the system more approachable  
and likeable. On the other hand, by giving to the customers the ability to read 
reviews from other customers, attributes to the system honesty, straightfor-
wardness and reliability. Additionally, that element gives to the producers  the 
opportunity to have a direct feedback and the chance to proceed as soon as 
possible to crucial corrections.  
Final notes regarding the development of the system 
 In conclusion, the proposal is about a system of promoting local products 
through a platform on the internet with a home delivery service. The objective 
of this is the direct contact between the producer and the consumer with ben-
efits on both sides (better prices/ bigger profits, certified origin of products/ 
opportunity to sell the total crop etc.). Environment (food mile reduction) and 
the country’s economy could be benefited as well. 
 After relevant research, the conclusion was that the most suitable legal form 
for a system would be a cooperative but with few improvements. 
 The contribution of professionals of marketing, management etc. it is essential 
and can make the effort to stand out from the competitors. This cooperative 
will invite every farmer of the area of study to be a part of it, no matter what 
product they produce, as the unity can increase the farmers’ power/ presence 
in the market. The only requirement for the farmers in order to be members of 
that system, will be the compliance with the rules of cultivation that will have 
been posed in order to have as an outcome products of exceptional quality. 
Great significance should be given to the development of the brand identity, 
which will be presented on the following pages. Furthermore, the main idea is 
that in every product there will be the name signature of the farmer. That ele-
ment will give recognition to the farmer but simultaneously will bind him to 
deliver products of good quality. After the completion of the order, the con-
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sumer will be able to evaluate the quality of the product and the customer ser-
vice in general. This rating system will increase the reliability and will gain the 
trust of the public, while at the same time would be a much-needed feedback 
for the other side. 
The way the system will work 
 When the customer decides to make an order, he will follow the link on the 
website (www.bostani.gr). At the first screen, the customer will be able to 
choose amongst farmers. So, the first step is to choose from which farmer-s he 
wants to shop, (he could buy from more than one farmer). At the same stage, a 
customer could choose to see the ratings of each farmer before deciding from 
each one he prefers to shop. Then, he will be able to see which products the 
particular farmer produces and its’ prices, and he could add to his baskets the 
products in the quantities he wants. When customer has completed his order, 
then he has to add his name, address and he has to note which are the most 
convenient hours for him in order to receive the fresh products that he has 
chosen. At that stage he can also choose way of payment and he will have the 
ability to make a note about his order as well.  
In the other side of the system, the farmer will see the orders that he has to 
complete. According to this, he then collects the needed products by his own 
means and he delivers them to the central point of the cooperative. The 
farmer has to collect the products, no more than one day before the transpor-
tation. In this way the consumer will receive fresh products. From this point, 
the workers/ drivers will collect the orders and will transported them to Ath-
ens.  
Apparently, apart from the farmers, who are the basic and important persons 
of this system, other professionals will be needed. For example, someone who 
will make any changes needed on the website, (upload photos of the products, 
new farmers’ entries, check orders ets.), workers, drivers, agronomists and 
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others who were aforementioned. This is an extra reason why this system will 
help the local economy.  
The formation of the Brand Identity 
What is a Brand, Branding & Brand Identity? 
Brand, Branding and Brand Identity have three different meanings.  
Brand, we could say is the reputation that follows a company/ organization/ 
individual. It is about bringing to one’s mind who it is, what it does, how it does 
it. A brand is the way in which a company, for example, is perceived by those 
who experience it. It is more like a feeling or an idea rather than something 
tangible. 
Marty Neumeier, branding expert, explains about the brand; “A brand is a per-
son’s gut feeling about a product, service or organization.”  
Branding is the process used to build awareness. It is about grasping every op-
portunity to stand out in a crowded marketplace and outpace the competition. 
This process has the power to increase the value of the offering prod-
uct/service, to create a human connection with the customers and to extend 
customer loyalty. 
Brand Identity is the way that the brand is expressed, it is tangible and it ap-
peals to the senses. It takes unrelated elements and combines them into whole 
systems. The core elements of the Brand Identity are the logo, the color pal-
ette, the typography, the packaging and various more brand expressions ac-
cording to the clients’ needs. 
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Brand building 
Step 1: Conducting research 
 The first step in the process of brand building is to conduct a research in order 
to obtain general but crucial knowledge about the organization/ company/ in-
dividual. It is important to understand its mission, vision, target markets, cor-
porate culture, competitive advantage, strengths and weaknesses, marketing 
strategies and what will be the challenges for the future. 
 The Mission 
 In our case study, the mission is to make the customers feel, as if the producer 
is a member of their family, who cares about them and consequently about 
their healthy eating habits. For these reasons, he delivers the highest quality of 
his produce to their homes. The purpose is to stand out in the market and to 
be established in customers’ conscience as a trustworthy brand which empha-
sizes on the locality and quality of the products. 
The Vision  
 The vision is to build a complete selling system of agricultural products that 
will thrive and expand to every corner of the country. It will bring a revolution 
to the way people buy food products in Greece and moreover, will contribute 
meaningfully to reinforce the agricultural economy of the country. In short 
amount of years, the objective is to become the market leaders of agricultural 
products with brand-loyal customers. 
 Target audience 
 Regarding the target audience, at the first stage, it will be the people who live 
in Athens. However, in the near future, the target market will be expanded to 
an audience who lives in other big cities of the country and do not have direct 
access to agricultural products. More specifically, the target is people who take 
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notice in the quality of the products they consume. People who consume a lot 
of vegetables (such as vegans, athletes, people with health issues, people with 
healthy eating habits, parents who are concerned about their children’s 
healthy diet). Lastly, because of the way that shopping is done, the target mar-
ket includes people who have no time to spend in supermarkets/grocery stores 
etc. (eg: young single males who dislike shopping in Supermarkets/ grocery 
stores/ street markets or they are lacking the time for this and prefer to shop 
from the internet). 
 SWOT analysis 
 Next, it is vital to conduct a SWOT analysis in order to write down the 
strengths, weaknesses, opportunities and threats of this venture. To start with, 
we cannot avoid to mention that there is a great opportunity that lies beneath 
this system, as the number of competitors is very small. Generally, the existing 
competitors have several crucial weaknesses, such as lack of a well-organized 
delivery service or their delivery network is not wide yet. Also, the majority of 
them does not yet have a strong brand identity, or even worse in some cases, 
branding is totally absent. 
 Another important fact that affects this venture, apart from the competition, 
is that the Greek market is still at its starting point regarding online shopping of 
food products. Consequently, appropriate training of customers is needed in 
order to give them a strong motive to change their shopping habits, as well as 
to overcome their distrust of online shopping when it comes to buying grocer-
ies.  At the same time, the fact that the online grocery market is so young, 
makes it fertile ground for establishing a new strong brand. 
Regarding the strengths, one lies in the mission statement itself. The aim is to 
build a strong brand identity with a sophisticated customer service that will 
outpace the competitors. Additionally, the fact that there will be a large variety 
of certified quality of products, increases the strength of the brand and the 
possibilities for success.  
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 On the other hand, it is evident that although the majority of the target mar-
ket is familiar with online shopping, when it comes to edible goods, the vast 
majority of consumers has never shopped through the internet. Many of 
which, would not even consider doing so. 
The fact that the target market is still skeptical about shopping edible products 
through the internet, is a threat for the proposed system. The aforementioned 
fact means also, that at this time the online grocery stores maintain only a 
small part of the total market. Consequently, there are two points where at-
tention is needed, so as to eliminate the threat. First of all, it is significant to 
gain the trust of the audience and convince them to order from the system alt-
hough it is an online store. Secondly, as we mentioned earlier, the market is 
still at the starting point regarding online grocery shopping, and for this reason, 
we must not consider as the main competitors only other online grocery 
stores. The system must attract audience mostly from the segment of the mar-
ket who shops from supermarkets/ grocery stores and local street markets. 
Moreover, another threat, is that this system is consisted of a large number of 
people who must cooperate well. Lastly, a functional and well-organized struc-
ture is crucial for the system’s sustainability. 
Market research 
 “Research is to see what everybody else has seen, and to think what nobody 
else has thought” Albert Szent-Gyorgyi5 
 A market research has been conducted through a developed questionnaire 
and the procedure of interview with individuals. This was, in order to under-
stand the factors that affect consumers’ behavior. From where do they usually 
                                                 
5 Alina Wheeler (2013), Designing Brand Identity, John Wiley & Sons, 
Inc 
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shop? Why? How often do they buy the products of our interest? Under what 
conditions would they buy edible products through the internet?  
 It seems that the majority (58% in a sample of 57 individuals) prefers super-
markets for their shopping mostly because of the convenient opening hours, 
secondly because of their distance from their home and thirdly because of the 
quality of the products. Another outcome from this research was that 60% of 
the people who answered to the questionnaire are buying agricultural prod-
ucts once per week while 51% are willing to pay in advance for the purchases 
of a month if they could get a discount. Lastly, it is remarkable that although 
74% are using generally the internet for their purchases when it comes to con-
sumables only 1.8% has ever ordered from the internet, while the majority are 
skeptical and claim that only if they knew personally the producers would buy 
agricultural products through the internet.  
 “Your vision was created to solve a problem or answer a need, so instead of 
asking whether or not your brand represents you first, ask yourself whether or 
not it represents your clients and the reason they need your service.”6 
 The challenge is to convince the target market that they can trust the platform 
to shop their food supplies. It can help them to have easy access to products of 
high quality and make easier and faster a weekly routine. 
Step 2: Clarifying strategy 
 A strong brand makes a powerful emotional connection with their customers. 
In order to achieve this powerful connection, the strategy must be clarified.  
                                                 
6 Yali Saar, Branding expert 
https://www.forbes.com/sites/henrydevries/2018/08/10/the-greatest-
business-branding-strategy-in-the-world/#23a612545512 
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Core Values 
The core values of the brand are following:  
Trustworthy, Honest – the cooperation delivers to its clients what it has 
promised them, nothing more, nothing less. 
Natural – the characteristics of the end product can be described as pure, 
healthy, nutritious, unprocessed, however, the value of naturality succesfuly 
encompases all the previous – the end products are of good quality, they 
maintain their natural charactiristics (aroma, colour, shape), without any other 
processes aiming to make them look more appealing to the market (extra 
shinning, perfect shape etc). Additionally, the produce follows the cycle of the 
seasons, that means what the farmers produce and sell are according to the 
seasonality of the products. 
Local – emphasis on the locality of the products, each area produces certain 
products according to the local climate, the characteristics of the local soil etc.  
That fact will be used and promoted as an asset. 
Direct – It is a direct sytem, the client can come in touch to the farmer 
although they are far away from each other. There are no mediators in that 
system. 
 In order to highlight all the above, it is important to use the word of mouth as 
the main tool of advertisment. That mean of advertasing is the most suitable 
for that system. We want the clients to feel that they learnt about it, not from 
an impersonal advertisment on the TV or on the internet, but someone who 
trust made this suggestion to them. In that case, a kind of relation can already 
be created. 
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Tone of voice 
 The tone of voice it is a significant element in order to have a consistent 
brand. For this case, the tone of voice should be friendly, direct, experienced 
and honest.  
Develop a positioning platform 
 “Positioning is a process to identify what boldly differenciates a brand in the 
mind of a customer.” 7 
In order to build the positioning platmorm we are going to examine the 
customers’ problems by using personas. 
Persona 1 
 John is a 30 years old, employee who lives alone and works more than 8 hours 
per day. He usually shops from the supermarket on Saturdays because he 
thinks is the easiest and fastest way of doing the shopping for the whole week.  
He isn’t really happy for the quality of the products he finds but he is not that 
type of person who will dedicate much time to this process. 
Persona 2 
 Helen is 42 years old. She is a mother of two and a teacher as well. She always 
has too many things to do and the days for her seems to be really short . Helen 
wants the best for her children starting from their nutrition. As she doesn’t 
have the financial ability to buy food every time from biological stores, she vis-
its once per week the local street market of her neighborhood early in the 
morning in order to buy fresh fruits and vegetables. Of course she is tired and 
                                                 
7 Alina Wheeler (2013), Designing Brand Identity, John Wiley & Sons, 
Inc. 
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always in a hurry but she doesn’t have other option for fresh products in af-
fordable prices.  
 It is certain that there is a better way. John and Helen or any other, could buy 
vegetables and fruits in less time, with less effort, in affordable prices and of 
good quality. 
 Through the proposed internet platform citizens of Athens will be able to have 
access directly to agricultural products of the countryside. The customer will be 
able to make an on line order and he/ she will receive his/ her order at home. 
Fresh products of good quality will be delivered at customer’s house directly 
from the countryside. 
Create a naming strategy 
 When the potential customer sees the brand, the desired meanings to cross 
his mind are freshness, simplicity, natural, healthy and familiarity. A brand 
name that could have this result is the name “The Bostani”. The word “bosta-
ni” means the garden of vegetables and it comes from the Turkish language. It 
is used mostly in an informal way and that fact attributes the simplicity and 
familiarity that we were looking for. Following the same way of thinking, a ta-
gline that can express the forwardness of the project and the freshness of the 
products is: “From the countryside to your door”.  
 Another three important elements of the brand identity are the farmer’s 
name, the name of the place of cultivation and the date of crop. These three 
elements need to be close to the logo as they are significant parts of the total 
brand image but, because of the need of frequently change, they can not be 
part of the logo. By having these three elements, it is intended to create a 
bond between the customer and the producer. It will not be an impersonal 
brand but, in contrary, the aim is that the customers can develop a friendly re-
lation with the producers. 
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Step 3: Designing Identity 
Visualize the future  
 The ultimate purpose is to expand this system, not only horizontally but verti-
cally as well. The vision is, in few years, a quiet big number of the farmers of 
the country, who meet the requirements to be members of this structure. 
Breeders and fishermen could also be members of this system. Imagine the 
whole country to be a big market where the consumer will have a direct con-
tact with the producer of the products he consumes. Every place is unique for 
its production, so the customer will be able to buy the best from each area 
across the country. From the other hand, every farmer of the country can ad-
dress to a bigger part of the market. 
 Last but not least, the aim is to be able to reduce the residues and waste of 
the agricultural procedures and to exploit even the leftovers in any possible 
way. For example, even the leaves from the olive trees could be used as bio-
mass or maybe can be used so as to create a new material with many possible 
applications etc. In this way the benefit increases not only for the farmer and 
for the consumer, but for the environment as well. 
 Research and analysis has been completed. We have gathered all the useful 
data that we need in order to design the identity of the brand. 
Designing the Logotype 
Look and feel 
 “Look is defined by color, scale, proportion, typography and motion. Feel is 
experiential and emotional”8 Abbott Miller,(Partner, Pentagram)  
                                                 
8 Alina Wheeler (2013), Designing Brand Identity, John Wiley & Sons 
Inc.  
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Consistency is the key word for a strong brand identity. If the brand identity is 
successful then even if someone can’t see the logo of the firm he still can 
imagine which firm is, from the rest of the elements. The “look and feel” must 
be distinctive. 
Design process 
A. Moodboard
 
B. Looking for inspiration in other existing logos 
 Observing other logos can trigger the imagination of a designer. A small collec-
tion of some interesting logos of existing firms, that was an inspiration before 
the design process, follows: 
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C. Testing the logo’s form. 
 There were a lot of trials and attempts so as to find the right form, the correct 
proportions and finally the total synthesis for the logo.  A selection of some 
attempts in the formation of the logo are following: 
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D. Searching for the right typography.  
Some examples of the typography used while searching the correct one follow: 
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The final logo  
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Final logo in black and white: 
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Logo Analysis: 
 The farmer holding his freshly cropped vegetables, was chosen to be the 
central figure of the logo. By portraying the farmer in this direct way, the 
intention is to convay the honest relationship that the platform will create 
between the farmer and the consumer. Five horizontal lines have been 
illustrated in the background to imply the existence of a farm. This element, 
enhances the rural place of origin of the end product. The symbol has been 
designed in one color, in order to enhance its applicability and practicality. To 
achieve this, the icon has been designed with emphasis on dramatic lighting 
and shadows. This enables to distinguish shapes easier in a single colour icon. 
The color 
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“Color is used to evoke emotion and express personality. It stimulates brand 
assosiation and accelerates differentiation” 9. 
 Green has been chosen for the primary identity colour, as it suggests 
natureness, freshness and vitality.  These characteristics are in accordance with 
the brand identity core values. In order to achieve consistency across all 
mediums a specific green color was chosen according to the pantone color 
values, which was then translated into process and screen colours. The white 
negative space sourounding the green colour, plays equal importance in the 
brand identity so it was also added in tghe primary colours.  
Primary identity colours 
 
Process printing colours 
 
                                                 
9 Alina Wheeler (2013), Designing Brand Identity, John Wiley & Sons, 
Inc. 
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Web screen colours 
 
Typography 
 Regarding the logotype typography, two lettering styles where selected to 
work as the main signifiers in the logotype. The primary wordmark, “ΤΟ ΜΠΟ-
ΣΤΑΝΙ”, was written in capital, bold letters in order to emphasize it, in compari-
son to the tagline. The basis font used for the word TO ΜΠΟΣΤΑΝΙ, was the 
font Gotham, but with its corners rounded, for a less formal and more ap-
proachable feel. For the tagline, “από το χωριό στη πόρτα σου”, a slab serif 
font was selected in order to enhance the artisanal and traditional attitude of 
the brand. The tagline was written in lower case letters, with the intention to 
enhance the friendly and informal value of the brand. The font used was pf ag-
ora serif. 
 In order to achieve a homogeneous brand identiy, a single typeface has been 
selected for all brand applications. The font Pf agora serif, which has been used 
in the tagline, was chosen. This font conveys the brand values and is functional, 
legible and readable in both Greek and English. 
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Farmer specific adjustments 
 The logotype system has been further developed in order to include the 
farmer’s name and product origin. This has been done for two reasons. Firstly, 
to enhance the feel of direct, farm to table, consumption. The consumer, can 
see in combination to the logotype, all the significant information of who pro-
duces, where it was farmed and when it was harvested. This, in turn, creates a 
more direct relationship between the producer and consumer. Secondly, the 
logotype system has been developed in order to give the farmer a sense of 
ownership of the brand, which consequently will give him more responsibility 
for the good quality of the end product. 
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Exploring applications 
Website 
 In this particular system, there will not be a physical store but only an online 
store, where customers will be able to put their orders. This is why the website 
needs to be meticulously designed, up to date and easy to use. As the majority 
of existing websites with similar content are not really well designed, a well-
designed, functional web store would be an asset in order to make the pro-
posed system to stand out in the market. 
 Packaging 
 As the idea is to build a brand of natural products that will be fresh and unpro-
cessed, the packaging must follow this concept. Therefore, the use of plastic 
bags will be avoided and will be replaced by paper bags. The aim is to minimize 
the packaging in general and to recycle as much as possible. Packaging needs 
to be simple and ecological. (see pictures below, number 4 and 5) 
             
                 pic.4 the logotype on paper bag with handles  
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                pic.5 the logotype on paper bag  
Vehicle  
 As products are going to be delivered from the countryside to the city, a suita-
ble vehicle which could transport them is necessary. Hence, one of the main 
applications of the logo would be on the sides of that vehicle. An example of an 
application follows in the picture number 6. 
 
                  pic.6 the logotype on the vehicle               
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Conclusion   
 In this thesis, there was an attempt of analysing the current situation in the 
market of agricultural products. Advantages and disadvantages were men-
tioned and points for improvement were noticed. After encountering the gap 
that there is in the market at this time, and realizing the opportunity regarding 
the internet purchases, there was the intention to develop a system in order to 
connect farmers with consumers and vise versa. In order to meet the objec-
tives that we put at the beginning, this thesis emphasizes to the honest and 
direct relation between producer and consumer, to the good quality of prod-
ucts but also, and in the same extend, to the significance of a strong brand 
identity. Apparently, the success of a system of promoting and selling agricul-
tural products is depending, not only from the good quality of the products 
and the customer service but also from the image that the customer receives, 
which is the brand identity. 
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A concept idea about the website  
 
A concept idea for the website, screen 1 
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A concept idea for the website, screen 2  
 
A concept idea for the website, screen 3 
